Angust 29, 2001

Senator Jisn Baumgact

Senate Comminies on Environmental Resources
State Capitol

Madison, W153702

CRE SemateBiI219

. Senator Baumgart and Environmental Resource Committes: -
1 would like 10 go on rocord in opposition to'SB #2119,

! am 2 business property ownet with a bﬁ'iboa_ni_a_n ;Say property. This billboard is 2 means for me to
generite business and keep the company in a viable position. If this pending bill passes, #t will not only be
anegative force in generating business, but would then indirectly affect over-all taxes for the State of
Wiscotain, '

1 éé;ﬁainl}' understand _ybu:r mm’:am over the issue of billboards, but would greatly appreciate you taking
iato consideration the many other issucs that will be extremecly detrimental to the many businesses who
. countonthisformofadvertising, 0 oo oo
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7525 Qakhill Ave.
Wauwatosa WI 53213
August 20, 2001

Presentation to the Senate Environmental Resources Committee
Madison WI August 30th

My name is Chuck Mitcheil. I'm a mechanical engineer and I run a small sales agency
in Wauwatosa. 1am also president of Citizens for a Scenic Wisconsin.

In the course of my work as a sales engineer, and in driving to our lake home in Eagle
River, I have traveled by hlghway over a large portion of the state of Wisconsin. I have
come to realize how beautiful our state is: fields and forests, lakes and rivers, farms with
barns and silos, cities and towns with traditional older buﬁdmgs and good new
axciutectuxe fine new housing developments . There are opportunities for outdoor
recreation of all kinds and opportunities to be gainfully employed ina solid industrial
base. It’s a great place to live and to work. T love Wisconsin.

As you mature, you realize the importance of the natural beauty of the land and of the
appearance of your city or town. Youunderstand how important those things are to your
enjoyment of life. That’s the reason I was one of the founders of Citizens for a Scenic
Wisconsin. CSW.is dedicated to protecting our landscapes and the character of our cities
and towns. When you get involved in preserving scenery, however, you discover that
blilboards aiong thc h:ghways .axe damagmg the appearance ef our statc

Let’s take a mmute to I()ok ai a few shdes and yeu W111 see what 1 mean. (Taik abeut
the scenes in the slides.)

Increasing aumbcrs of bﬂiboards are degrading the scenery or rummg the view
everywhere. Billboards have become more and more intrusive, many of them on tall
steel posts soaring over treetops. Such large visual obstructions rob the driver of pleasant
scenery that makes a trip enjoyable, and they dull the impression that a first-time visitor
gets of Wisconsin.

Large off-premise signs are a nuisance not only because they disturb the
surroundings, but also because they are unavoidable commercial solicitations in your face
as you drive. When you get a nuisance phone call, you can hang up immediately and ask
them not to call again. With the billboard, you are forced to see it for many seconds.

And you get a dose of it every time you drive by, often daily on your way to work. The
advertiser gets his message to first-time passers-by, but the unfortunate local residents
who become well aware of the advertiser must endure repeated encounters with the sign.



-_fta atraveler,

Billboards are increasing at an alarming rate in Wisconsin. At 400 a year just in the
countryside, the number of billboards will more than double in your lifetime. Plus there
are plenty going up in the cities. And they are larger and taller each year.

Does our society need to devote every possible square foot of the outdoors to sell our
products? Are we so desperate to gain advantage on our competitors? I don’t think so. 1
think we are ready to declare peace and call a halt to the proliferation of biliboards.

Let me pause for a moment to quote William F. Buckley. As you probably know,
Buckley is one of the most prominent political thinkers of our time. You probably don 't
know he has written several articles about outdoor advertising. In an article in the
National Review entitled Cutting the Noisemaker, July 31 2000, he says “Not enough
pesplc are saying what they ought to say, namely that outdoor advemsmg is an act of
aggression against which the public is entitled as'a matter of privacy to be protected. We
should be free to look about the countrymde at hills and forests-and mountams without
bemg enjemed smnktaneoasly, 10 drmk Coca»(ioh” '

“SoI’'m gemg to say what I gg’gt to say and that is: I suppert Senator Baumgart’
billboard control bill #219. It’s main intent is to stop construction of any new billboards
and that’s good for Wisconsin. There is no cost to the taxpayers.

Let me give you some reasons:

There are enough billboards out there and a big portion of them, 60 t070% of them
- according to 2 recent study, aﬁvemﬁe pmduc‘zs or: semces that are of no-immediate help
‘ . Other categories are -
“retail” “medza” “msurance & real estate” and ”ﬁnancmi” “This is according to an
article in the October 2000 issue of Signs of the Times, an outdoor advertising trade
magazine. You canonly determine a range of percentage because of a category of
products and services called “other” in'the article, but it indicates that only 30 to 40% of
the signs advertise travel-related goods or services such as food, lodging and gas. 1f
Baumgart’s bill goes into effect, travel-related business will still have the opportunity to
compete for the available signs. Very little will change, but further degradation of the
land will be prevented and the traveling public will be spared additional visual
harassment.

Some people will say that outdoor advertising is necessary to a healthy economy, but
when did you ever hear a respected economist express a need for billboards? Have you
ever heard an economist warn us that we need plenty of big signs in the countryside to
avoid arecession? No. That’s because a sign helps only the company that advertises
on it, and it works against competing companies. Signs do little to create basic demand
— they are only a weapon in the battle for customers.

They will tell you that there is a big demand for signs. But there is a demand for signs
only if your competitor has a sign and your company needs one to compete. It’s like



people standing up at a concert to see the performers better. As more people in the
audience stand up, everyone else Aas to stand up to see. If everyone remains seated, they
can all see, and they can all relax.

There are plenty of substitutes for billboards: TV, radio, newspapers, magazines and
the internet are available to create demand for products, services and destinations. Even
travel-reiated businesses create demand using these media. Roadside signs come into
play only afier the tourist reaches his recreational area.

The concept of prohibiting billboards is not new. There are five states that have
statewide billboard prohibition: Maine, Vermont and Rhode Island, Alaska and Hawaii.
All but RI have taken down all billboards over a period of years. That’s right, there are
no billboards in those states. I’ve been there, seen it and appmc:ateé it. And those
states depend on tourism to a greater than’ average: degree ‘They remain prosperous, and
tourism businesses thrive. A study done in Vermont shows that the tourism industry has
benefi tﬁd fmm a steady stream of tourists who return year after year to enjoy the scenery.
So there is no danger that not allowing new billboards witl hurt tourism.

I am pro-business and pro-tourism. 1 am a businessman myself. [ own and manage a
small sales agency. I understand the pressures of making sales to generate income and
meeting the payroll every month. I understand that signs do aid individual companies,
but too many of them rummg iandscape 18 not good for tourist-oriented businesses. The
special landscape of any region is a major attraction of tourists.

- Bill 219 is formulated to have a minimum impact on the outdec)r advertising industry.
e Ths industry will continue to epcrazsz and profit from ex:stmg signs. - Demand for other
advertising media such as those mentioned will increase.
We are in favor of increased use of small, tasteful “tourist oriented directional signs”,
T. 0. D. 8. or “Tods”. These are placed near the road in the public right-of-way along
state a.:;d county highways. Wisconsin already has laws on the books to govern Tods.
Tods are widely used in Vermont & Maine. 'We are also in favor of increased use of logo
signs that indicate food, fuel and lodging at freeway exits.
In closing, I would summarize:
Let’s not lose sight of Wisconsin.
Free enterprise does not have to be ugly.
Let’s work together fo preserve one of our most precious resources: our

scenery.

Chuck Mitchell
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7725 Sweeney Road
Barneveld, WI 53507
August 27, 2001

S5tate Senator Schultey
P. 0. Box 7882
Madison, WI 53708 - 8952

Dear Senator Schultz:

On Thursday, your Environmental Resources Committee will -be-—— .
holding a hearing on Senate Bill 219. A previous commitment may pre
me from attending,so please accept this letter in lieu

of a personal appearance.

While I find many billboards depressing, the very worst ones are
those that are sprouting so rapidly in the very scenery that
entices tourists into Wisconsin. I regularly travel the Interstate
between Mauston and the Dells, and thers is a4 recent pro-
liferation of signs along this stretch of highway.

They are placed to take advantage of nakural beauty, and as a
result are especially obnoxious.

Tourists don't choose a road to look at monstrous billboards.
They choose a road because they want to see the gCcenery en route
to their destination.

Tourists don't need billboards to find out what businesses are

.:avai;éble tQjﬁham§§E tﬁey”msuéliyiare perare§=wjth that
~information in advance, or can find it in many other,less
intrusive ways.

The degradation of our natural resources caused by billboards
can actually discourage tourists, and send them elsevhere.

ASan example, my husband and I took a long-planned trip to the

Blue Ridge Mountains. Tllinois and Indiana were a prelude to

the mountainous scenery we expected in Kentucky and Tennessee.

What a disappointment toc see those mountains desecrated by enormous
billboards, blatantly plastered in front of the most beautiful
views. We made a list of the advertisers and avoided them like

the plague, and then found an alternative route home.

God gave us a state of extracrdinary beauty. If we protect it we
will be richer, both in environment and in money. Giving it to
crass business interests who desecrate it is selling our birthright-
for a mess of pottage. Way back in Sunday School we all

learned that that was wrong.

Pleage support Senate Bill 219. fThis bill will actually be good

for business.
incerely,
aan C.E115é§%§2ﬁ3ZM\M“““““



Senator Dale Schultz -- page 2

P. 5. If you respond to this letter, please do not tell me
how we have.to be so nice to business and industry. My
individual state taxes are already the highest in the nation
and those businesses pay the lowest taxes in the nation.

Do they also need a pound of flesh?

| . LCAE.
ce:  Sens Baumgaxtk// éfiﬁgy

‘Hansen
Wirch
Cowles
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MISSISSIPPI VALLEY FOREST PRODUCTS, INC,

Plant Otfice PO. Box 631
608-588.7290 Dickeyville, WI 53808-0631
608-568-3384 Fex

Statement of David Hartig, President/CEOQ
Mississippi Valley Forest Products, Inc
ia support of $B 219
_ " before the
Wisconsin Seaate Environmental Resources Committes
August 30, 2001,

Senators:
Thank you for this opportunity to speak before your committee today.

My name is Devid Hartig and 1 am a manufscturer from Grant County. - T am President
“and CEQ of Mississippi Valley Forest Products, Inc. We manufscture and distribute
‘quality treated wood and steel products for agricultural and rosdway construction. Using
the resources of several thousand acres of our own renewsble timberiands, together with
the labor of several hundred employees and suppliers, our Company's trucks transport
hundreds of loads of finished steel and timber products to retailers throughout the State
each year. My comments today reflect 2 business approsch to the subject at hand, as well
as my concern for the environinent.

T am here today 1o testify in favor of SB219. Let me sress that agsin: I favor additional
regulation and fimitations on the billboard industry.

Ladies and Gertlemen. I Balieve the State of Wisconsin and its citizens have been and

How did we allow this to happen?

Times change-—-Up until the mid 70’s, the demand for many services and
manufactured goods in the United States exceeded the supply, so advertising was less of
a factor then than it is now.. Duricg the past 25 years, goods and services have generally
become 3o plentiful that there are ofien more goods available than demand would require.
Finding themselves with excess goods to sell, many suppliers have chosen to advertise
increasingly aggressively. Many would suggest that we have come to a place where we
market and advertise excessively,

Unquestioned is the right of free speech and the constart need for economic development
inherent to our way of life in the United States. 1 do feel, however, that government has
been unaware of the full ramifications of unbridled outdoor advertising. The Industry
grew far faster than reasopable government oversight and regulation could respond.

Manufacturers and Distributors of Quality Trented Wood
wnd Steel Products for Agricultural gnd Roadway Construction
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Today the Industry is so wealthy and powerful that many have said reasonable regulation
in no longer possible.

Senatory, you have the opportunity 10day to provide reasorable oversight and regulation.
The ps,..hlm is entitled 10 & reduction in the Statewide visual poilunon caused by excess
outdoor advertising and to the correction of & gross financial inequity. Others have said
that with the onser of cellular, satellite, and on-line communication, potentially every
vehicle on the public roadways will soon be so eqmpped 50 as w0 altogether s:g.mﬁcamly
reduce. the need for billboard adverising and so porends its inevitable decline.
Bdi&e&rﬁs willbe margm&!zzed by the marketing ﬁw reaches drivers electronically,

The d;iﬁculty is, however, the question of what is going to happen to out-dated, unused
billboard structures built to last 100 years? At present, the D.O.T. seems not to have the
funds or does not allocate the funds to acquire and then remove even an unused $200
wmdm fmmewark ﬁ‘cm whwh 8 h}iiboard has b@m removed

' -I wzmid ime to sugg,ast 4 twc-»stap aﬁm}ach 1o help mxtigate t}ie vmuai pei?utaon ef out.
beautiful state while concurrently providing sufficient finds to the D.OT. to prawde
Wisconsin fesadants and towszg ‘with the una;sczied scenic beauty to which thay are
m‘iﬂ&d B .

First: Do not permit any additionsl billbcard structures to be built, thus allowing time to
craft a comprehensive approach to the regulation of this changing Industry.

Second Collect fair and reasonable use taxes from eech inghway billboard. I urge you to
think of billboards 2s highway users. My trucks pay 8- ii)% z ir gross revenies in
highway use taxes. Why doesn’t the Billboard Industry pa p\/ fig fees when, in faet,
 they too are using the highway? Face & billboard away from the Mighway and it becomes

- a5 wortidese as a muddy road 1o my semis; X1 pay 8-10% of my truck revenue in

“highway taxes, the billboard industry should pay 2 comparable fuir ghe.ra of its gross
revenues to the D.O.T. for its visuel acoess to kighway nights of way. The billboard
industry’s “fair share” has been estimsted as having the potential to provide the D.O.T.
with an sdditional 5-8 million dollars in annual receipts. This new revenue should be
earméerked for direct 1se by the D. Q T. to &) oversee e billboard industry a8 is now done
with tmeks,(cuzmzﬂy, the D,0.T. knows how much tread js left on the left rear, outside
tire of our trailer #21, but they don’t even'have an accurate count of the actual number of
billboard structures throughout the State. This disparity of regulation is unconscionable.)
b) Remove unused and non-conforming billboard structures, and c) maintain and enhance
the scenic vistas along our roads and highways so 28 to make esch citizen proud of the

besuty of the State and to atteact visitors from other places whe come to
Wisconsin and benefit our economy.

Senazors: [ believe the bill before you encompasses the basic ideas which I bave put forth
todey, and I urge you and your colleagues 1o meve this long overdue legislation forward.

Thank you for this opportunity to speak,
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Testimony on Senate Bili 219
By Lisa M. MacKinnon
Attorney
1000 Friends of Wisconsin
August 30, 2001

Board of Directors
Senator Gaylord Nelson,
' Emeritus Chair

Two weeks ago I took a visitor from California camping in the Bayfield
area. She was unaware of SB-219 and 1000 Friends of Wisconsin’s

: : 1000 Friends of Wisconsin, (nc. support for it. As we drove down the road somewhere near Washburn
" Don Last, President she turned to me and said, “This is'so beautiful. Do they put restrictions
" Stevens Point on billboards up here?” Not only did she see a connection between scenic
- Bav Anderson, Darlington beauty and the absence of billboards, her experience of Wisconsin was so
Stave Born, Madison enhanced by their absence that she felt it was remarkable, As a matter of
- Walter Jobin Chilsen, Wausau fact, Bayfield County does have a long-standing sign ordinance that

 Aden Chrfsfenson Madison
 David Cigslewicz, Madiison
" “Emily Earley, Madison -
*Bob Ellingson, Amherst
| “Kristine Euclide, Moncna

restricts the square: footage ‘height and distance between billboards. -
Neighboring counties and local governments across the state, however
do not and the difference is ciearly notweabie.

" Wike Hargarten, Waukesha 4 Even these who dxfectly beneﬁz from Wxsconsm s tourism mdustry are
Jim Hoiperin, Eagle River challenging the continued use of billboards. In a recent Milwaukee
Charles James, Milwaukes Journal Sentinel article, John Torinus, the Chief Fxecutive Officer of
Bud Jordahl, Madison Serigraph Inc., a company that produces parts for recreational vehicles
Madelyn Lecpold, Madison such as snowmobiles and ATVSs stated, “the Wisconsin tourism industry

Gaurle Rodman, Milwaukee
FRoger Shanks, Merrimac
‘Deab Slavin, Middlston

Charles Trafner, Milwaukee
dim Van ﬂeurzen, Mazcmanie _

needs to take a hard look at what it is doing to itself.” Torinus pointed
out, “the tourism people in some parts of the world have come to the
conclusion that their bread is better buttered b\f protectmo the scenic
beauty than by deveE()pmc it”

: .'1 do p;,endﬁ Laﬁd Use lnstituts . -Irz Wisconsm we. spend a tremendous amount of money marketmo our’

Jeanie Sieling, President scenic beaaty and natural resources throut,h commercials, websites, and
Fitchburg brochures. We beckon potential tourists both inside and outside the state
Jim Arts, Madison with images of unspoiled wilderness, sparkling lakes, and quazm main

Juli Aulik, Madison -
Dennis Boyer, Linden
Andrea Dearlove, Madison
John Imes. Madison .+

streets. I chatienge you to find a billboard in any of those glossy photos.
Yet when tourists actually head down the highway in search of those
destinations they are hombarded with the visual pollution of billboards

Dorothy Lageroos, Ashiand that destroy scenic views, commercialize the countryside and chip away
Bryce Luchierhand, Unity at local community ch&raeter

Dar Masterpole, Chippewa Falls

George LN. Meyer, Mitwaukee Senate Bill 219 would:

Erian Ohm, Madison

Dan Olson, Green Bay * Restore the uncluttered scenic beauty along Wisconsin®s highways that

Bryan Pigrce. Fagle River
Karen Raymore, Sturgeon Bay
Glern Reynelas, Prmrose

is valuable to residents and tourists alike
* Provide a fair and balanced process for replacing large billboard

. , advertising with specific informational signs so that tourist and
Jay Tappen, Eau Claire A A d inf ion s sl g b d 5
ine Torinus, West Bend motorist oriente 1{; Drm.az;on 1:@ stall z?*vazla i.e and accessi : le
Kim Varhein, Waukesha * Improve taxpayers’ quality of life while costing them nothing
Marcus White, Milwaukee
Meagan Yost, Poynette People choose to live and travel in Wisconsin because it is a beautiful,

scenic state. We support SB-219 because it provides a simple and
balanced approach to keeping Wisconsin beautiful for everybody.

1000 Friends of Wisconsin, Inc. & 1000 Friends Land Use Institute
16 North Carroll Street Suite 810 Madison, WI 53703
ph:608/253-1000 x:608/259-1621 friends @ tidriends.org  www. Tkirlends.org
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Sandy Krause
1525 N. 69" Street
Wauwatosa, WI 53213

August 30, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, Wisconsin

R_egardi_ng Senate Bill #219
 Members of the Committee,

My name is Sandy Krause, Communications Director for the March of Dimes
Southeastern Wisconsin Chapter. The March of Dimes is directly affected by this
proposed legislation and I wish to go on record in opposition to Senate Bill #219. 1am
also on the anrd of the Assoczaﬁon for Women in Communications and as a
professional communicator feel this bill is not in the best interest to business or
consumers in our state. My fellow communicators share this view.

The March of Dimes depends upon communication to the public to educate on vital
heaithy baby messages and support our fundraising efforts. Billboards are essential to our _

© o mixof communication vehicles because th@y sappm't broadcast rﬁedxa efforis and affer a

" wonderful broad-spectram’ delivery.

While some people feel that signs are unattractive, there are far more people that find
signs to be helpful and- mterestmg Ever since the days of Burma Shave road side signs
have offered guidance, fun ideas and entertainment. In the case of our message, signs are
essential to educate women about how to have a healthy baby. Our boards offer
appeahng pictures and helpful information.

I'hope you will consider these things and vote against this bill.
Thank you for your time,
Sandy Krause

1525 N. 69" Street
Wauwatosa, WI153213



Danie! G. Pomeroy
S88 W25885 Edgewood Ave.
Mukwonago, WI 53149

August 30, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, Wisconsin

Regarding Senate Bill #219

I: am'the Real Estate/?ubhc Affairs Manager for Clear Channel Outdoor in Milwaukee,
and also the Secretary/Treasurer of the Outdoor Advertising Association of Wisconsin. 1
have been involved with the outdoor advertiging industry for 10 years and am proud of
the mdustry s contribution to Wisconsin’s tourism industry in particular and the state
economy in general. I, and my family, are opposed to Senate Bill #219. f><§w/\ f{/c/

There are issues that have been brought out about billboards that I believe need
clarification, especially in light of the ramifications of Senate Bill 219 and its goals.
Those issues include some background on the industry relative to government regulation,
public perception of billboards, the impact of “lazy journalism”™ on the industry and some
: Iegai questmns

_.jBackgmund R SRR e IR

The first Federal Ieglslatlon regardmg 81gnage was the Federal Aid Hzghway Act of 1958,
- commonly referred to as the “Bonus Act”. The Bonus Act offered % % bonus in highway
funds for states that volunteered to control outdoor advertising within 660 feet of a
highway_. Wisccnsin was one of the 25 states which signed on, no payments have been
made in a number of years and 5 states have dmppea the program. A key feature of the
Act as amended ‘was to restrict construction of new signs to hlghway frontage that was
zoned commercial in 1959; this still applies today.

The next effort was the Highway Beautification Act or HBA, which almost everyone is
familiar with. This Act was introduced to “control” the construction of new signs in rural
areas and provide a system of eliminating illegal and non-conforming signs via
condemnation. Contrary to what some people would have you believe, and I quote “The
Highway:Beautification Act was never intended to completely ban billboards. It was a
control measure, and the Committee on Public Works emphatically stated that outdoor
advertising was a legitimate business that should be permitted where other industrial and
commercial activities were conducted.” Senator Jennings Randolph, October 14, 1988,
Principal Senate sponsor of the original HBA proposal. *



Today there are over 40 pagcs of DOT regulations and rules regarding the placement and
maintenance of billboards. Those are layered above sign ordinances in almost every
mumc;pahtv in Wisconsm Signs along interstates are prohabated unless the property was
zone(i cnmmercaai or mdustrzai in 1959 ‘over 40 years ago.

_Pubhc }?erceptmn S > :
While Citizens for Scenic WlSCOﬁSll‘i, generaliy represented by two very vocai opponents -
of billboards spout about peepie being against billboards, some remarkable things have
“happened. In Mzchzgau, a poll conducted by the Umversxty of Michigan found that 67%
of the people contacted favored reasonable mgulatmn of signs; less: thaw1/5™ (19%)
favored doing away with them. In St-Paul, ‘Minnesota, and in the State of Missouri public
referendums to ban billboards were defeated in the last two years. Most important, here at
- home in Wisconsin, a survey done'in 1997 found that 78% of the people surveyed found
bﬂiboards heipﬁzi and useﬁzi when travei;ng '

I -.'Thls posatwe perceptwn is mﬂy enhanced by artu:ies m the Waii Street Jeu:mal USA

o -teday and other publications refﬁrrmg 1o billboards as “outdoor art gallcnes and other
- ‘positive. descripnons related to new: technologaes and creativity-in the mdustry Even -

e ZLaZY Jei;{mahsm & Pnhl" :_Perceptm i
A number of articles have ’been written in the last f

“The Marketour” a pubhcatlon of the Wisconsin Department of Tourism has preduced a
primer in their August! September 2000 edition on the use of outdoor for their subscribers.
This week on Monday, the Jeff Wagner radio show (WTM} Mﬂwaukee) took calls
from 5 people plus Mr. Mitchell with 4 of the 5 voicing opposition o a billboard ban —
that squares with. Umvermty of Michigan survey results. One of the five talked about his
. terrible. experience in Vermant a.nd havmg to 1eave the state o ﬁnd darecnsns t{) a place
to sleep late at mght

weeks that haven’t heiped the matter. For example, cemvzmts like “clear cuting”, for

billboards, cutting 300 year old oaks for billboards, the number of billboards is growing

- annually and will double in our. lifetime, there are 20, 000 billboards in Wisconsin, We

- (DOT)allow cuiting “when it’s the right thing to do”. Each of these comments, printed
“without any effort at checking facts, asking quesﬁsns oreven madmg the legislationisa. -

reﬂecnen af Iazy jeumahsm because they are ali exaggeratwns hes or dghbera‘tely '

vague. _

The DOT person who coined the term ¢ ciear cutting” in place of ¢ trltm'nmg or relocating

vegetation™ has admitted that it might have been too strong a phrase. There are no 300

- year old oaks on the ROW the DOT already cut them down, there are no signs behind the

non-existent 300 year old oaks. What does the phrase mean, “we-allow cutting when it’s
the right thing to do™? In my experience with the DOT, that means never — don’t. bother
applying.Finally, concerning the 20,000 billboards and proliferation to double inour
lifetime. According to the Federal Highway Administration there were 39,551 signs on

ﬂi's. an d espemaliy 1}3.' thﬁ iast -few :._.‘_:-: .

- Federal Aid Primary Highways and Interstates in Wisconsin in 1965. By 1996 the DOT =~

said there were 25,000 signs responding to a Scenic America Survey. Accerding to the
Wisconsin Administrative Register No. 539 last November, there were 14,617 signs less
about 4,500 Community and Service Club signs — that leaves the number of billboards at



around 10,000 and falling — not exactly proiiferation/doubling or whatever else you wish -
to call it. I don’t even know why you’re pursuing this bill as it doesn’t appear necessary.

Legal Issues: -

I am not a lawyer, but it seems to me that taxing a business to build a fund to shut tha
business down is a violation of due process and equal protection laws afforded us by the
United States Constitution. '

It singles out one iﬁdustry and treats them different from any other industry.
It is simply an illegal means of circumventing condemnation laws made to look

legitimate; in my layman’s opinion.

Again I ask you to vote against this Bill.

IW |
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| he outdoor advertising industry, from
Hmam to time, is the target of articles
that are often erroneous and unfairly
slanted against billboards. The following
myths and facts generally address the issues
that are typically raised by our critics. The
Outdoor Advertising Association of
America, Inc. has prepared this pamphlet
so that interested parties may be able to
review both sides of the issues.

HIGHWAY BEAUTIFICATION —
- FACTS OR MYTHS

. MYTH

The mwmrﬁ_&, Beautification Act of 1965 has done little or
nothing to improve the aesthetic quality of our highways,

FACT

The following statistics, based on the Federal Highway Ad-
ministration’s (FHWA) sign inventory conducted in 1966,

~and FHWA figures released in August 1985, show that the
- Highway Beautification Act has done a great deal 1o improve

the aesthetic quality of our highways.

Total Signs Signs per Mile
1966 1985 1966 1985
1,100,820 500,313 4.4 17

Nonconforming and lllegal Signs in Commercial

Signs to-be Removed and Industrial Areas
1966 1985 1966 1985

839,391 167,840 260,659 241,608

~ *Includes only commercial outdoor advertising signs.

- The Federal Highway Administration (FHWA) estimates
-+ that at least 220,000 additional signs have not been erected
- due to the prohibitions imposed by the Act (This figure
-~ is conservative: It could be as high as 500,000),

_.___”_._._m_,aﬁm R
.+ The “Billboard Lobby” has sponsored amendments which

v . have substantially weakened the Highway Beautification

Act of 1965,

U FACT
<. No amendment has been enacted which would permit any
+ additional off-premise commercial outdoor advertising

signs, otherthan those permitted under the 1965 Act, as

originally enagted.



‘made of proceeds from these removals.

MYTH

Today, billboard operators are intensifying pressure on Con-
gress 10. ease Federal Government controls ‘on “outdoor
advertising, e

FACT

There is ne pressure or lobbying by the outdoor advertis-
ing industry to ease Federal Government controls, Early in
1985, anti-billboard spokesmen stated in the pres¢ that the
OAAA vas behind a so-called “Freedom of Billboard Adver-
tising Act” which had been introduced in Congress. No such
bill has ever existed or even been drafted. .

MYTH

The intent and purpose of the Highway mﬁﬁmmwwmgm Act
of 1965 is 1o prohibit billboards on Federally funded roads,

FACT

The intent is to prohibit billboards in noncommercial, nonin-
dustrial areas. The Congress was explicit in permitting out-
door advertising in commercial and industrial areas, where
it is compatible, in order “to promote the reasonable, otderly
and effective display of outdoor advertising” =

MYTH | i
The billboard industry has been using m_wmwﬁw_wwmnmms-

tion Funds paid to it to build new signs.

FACT - -

This is nothing more than a smokescreen to hide the fact
that the critics of the outdoor advertising industry believe
that the owsier of an outdoor advertising sign should not
be compensated when his property is condemned by the

Government. In addition, no data exists as to what'use is

MYTH

The outdoor advertising industry has grown because of
loopholes in the Highway Beautification Act.

FACT

The industry has grown because our economy has expand-
ed in the last 20 years. Population increased from 179 million
in 1960 to 226 million in 1980. Interstate highway mileage
open to traffic increased from 21,185 miles in 1965 to a cur-
rent 40,936. The Federal-aid primary system has likewise
grown. As a result, there has been an increase if: the number
of commercial and industrial areas in which outdoor adver-

. tising may be located. This quote from the Congressional

Record of October 6, 1965, indicates that growth of the in-
dustry was anticipated and expected, by the drafters of the
Act.

“With the continued growth of the Nation’s
economy, there will be an inevitable increase in
the number of commercial and industrial areas
adjacent to the Interstate and primary systems.
Outdoor advertising signs could, of course, be
maintained in these new areas. Therefore, the op-
portunities for outdoor advertising will not re-
main static. Obviously, we can expect these op-
portunities to continue to grow and expand.”

MYTH

The public dislikes billboards and would like to do away
with them.

FACT

In 2 nationwide survey conducted by the University of

 Michigan Survey Research Center, almost two-thirds (64.5%)

of the people contacted favored reasonable regulation of out-
door advertising. Less than oneifth (19%) favored doing
away with them.

During a nationwide survey on the environment, conducied

by Lou Harris and Associates, once again two-thirds (67%)
- ml“. mrmﬂ ?\\hﬁhiw aqﬁ.m 3.%“3 %.Jga bmoawwkaﬁ% A\wji.?.ﬂ.wua. Are
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MYTH

Billboard opponents only want to see proper regulation of

vmmvom&yuna%no”oﬁ8:mm:%mom&@ﬁ.&é&%
ing industry.

FACT

Many billboard opponents will be satisfied only. with the
billboard industry’s total elimination. One such person
wrote these words in the-Palo Alto Times Tribune, “The
billboard lobby claims that the real intention of those who
oppose billboards is not to control billboard pollution but
to put the billboard polluters out of business, Of all their
claims. this is the only one that is true.”

MYTH

Billboards, unlike other commercial enterprises are

3

“parasitic” because they derive their value not from the
land they stand on, but from the road beside which they
stand. . .

FACT -

Every commercial activity which markets directly to con-
sumers is almost totally dependent on the streets and
highways which lead to it. Any business enterprise, from
a Seven Eleven to a Sears, must be located on a traffic-
oriented street or highway. S

MYTH-

Amortization, allowing the sign owner a grace period to
permit him to recoup his investment before removing the
sign_ without just compensation, is a fair and equitable
method of removing signs.

FACT

“Amortization” is an accounting term used-here in an
Orwellian fashion to disguise what it really is =~ govern-
ment confiscation, and it has been rejected on several occa-
sions by the Congress. Say your home is now worth
$150,000. You purchased it 10 years ago for. $50,000. If the
government needs it for a road project, you reasonably ex-

pect just. compensation — $150,000. However, proponents

of amicrtization argue that since.it- would cost you §10,000°
avear to venta lace and vour-hotse only cost $50,000;

it

if they let you live in your own house for five more years
they can take it without paying you anything for your-
house, 25 it has been “amortized.”

MYTH

The 1978 amendments to the Highway Beautification Act
involving just compensation are of great benefit to the
billboard industry and went far beyond the original intent
of Congress:

FACT '

The Chairman of House Committee on Public Works and
Transportation made the Congress’ view clear on this issue
in remarks on the floor of the U.S. House of Represen-
tatives when explaining the 1978 amendments:

“Madam Chairman, I believe the crux of the
issue is equity. This House and the Congress
as a whole have repeatedly said that individual
owners must be compensated for the taking of
their property. The provision in the commit-
tee bill merely reaffirms what has always been
the Congressional intent.”

MYTH

The Highway Beautification Act’s requirement for the pay-
ment of just compensation for the removal of billboards
Is unconstitutional.

FACT

In 1966, U.S. Attorney General Ramsey Clark wrote this,
in response to a request from the Secretary of Commerce:

“To repeat, | have concluded that section 131
(the Highway Beautification Act) requires every
State to provide just compensation as 2 condi-
tion of receiving the whole amount of Federal-
aid highway funds apportioned to it by the
Secretary of Commerce on or after January 1,
1968, and I see no basis for concluding that this
requirement is unconstitutional as to any State.”

In fact, the Beautification Act does nothing more than
parallel the Fifth Amendment of the U.S. Constitutie-

which requires the payment of just compensatior
‘Government forces the elimination of mwm%.ii..@ai\
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‘& A one-time $5 to $100 fee based on sign size collected only
upon approval of a permit applivation generates appmmately
$25,000 of revenue per year.

e Annual ouidoor -advertising license fees of $2350 from .

companies that erect more than two signs per year generatcs
approximately $7,500 per year.

Under the proposed rule, only nonconforming and grandfathered
signs will be assessed a fee for fiscal year 2001. This approach to
structuring  the a;xphcabﬂxty of the fes is designed to ease
unplementauon of the fee process by only addressing a portion of
the total signs in the first year Collecting a fee only on
nonconforming signs will aliow the Department to direct their first
billing efforts toward a more manageable number of signs, rather

Mid-November, 2000

than the entire 15,000 to 20,000 signs in the state,

The approach also works well with the limitation on generating
fees for the fiscal year 2001, yet allowing for the fees to generate a
more substantial portion of the total program costs in subsequent
Years. Appmmaateiy 5,075 nonconforming siges have been
identified in Wisconsin. Collecting a flat $100 fee on only
aonconfoﬁmng signs should generate approximately $507,500 in
revenus in fiscal yedr 2001, in accordance with the requirements of
s. 9150 (3m) of 1999 Wis. Act .

The revenue expected to be generated from annual fees after
fiscal year 2001 is $1,015,280, estimated as shown in the following

schedule:

Fees to be gencratcé by the apﬁhcanon fee for new signs is
. difficalt to predict, since.; fewer applications may . be ‘submitted
- primarily since the fee will

fee. The revenue generated by the application fee may approximate
or pethaps be shght}y less than the fees currently ge.nerated from
issuance of the one time pcmmts

Inmal Regulaiory Flem‘bility Analysls '

The Depamnﬁnz ex;)ects thax the fee schedule estébhshed inthise o -

rule ‘revision will have.a neghgxi:la adverse “impact ‘on smaii-
businesses that use-outdoor advertising as a method of advertising.
They will now be required 1o pay berween $5.and $100 each year for
each sign they erect or maintain. The types of small businesses that
erect their own outdoor advertising signs are often resoris,
campgrounds, antigue siores, automotive shops, etc., the majority of
which build smaller signs than the standard industry signs. Small
business signs are frequently smaller than 150 square feet, which
will have an annual fee of 320, Because the majority of small
businesses typicaliy own only two o six outdoor advertising signs,
the annual impact is expected to be minimal. For those small
businesses that are more reliant on outdoor advertising signs, the
costs aspects of chobsing this advertising medium will not be
significantly impacted by the fees, which are relatively modest in
relation to the cost or erecting an maintaining a sign or leasing sign
space.

The annual sign fees that woaid be paid under this proposed rule;
both small, independent sign companies that own approzimately

20-75 billboards and large, industry sigm companies that own

hundreds of signs, are expected to be passed on to the advertisers.
This new fee shonld not significantly affect the monthly lease rental

rates charged by these companies for outdoor advertising and is not

bc nonrefundable; and'io a Iesser: depree. -
because of the fee increase. For FY01 it is expected that very few
new applications would be teceived subject to the new application

L Est.
Square Footage ?ro?ese-d Est. # of Revamue
' Fee Signs FY 2002
Business Area Signs
8 or less 3
..9-32 . 5 4111 $ 4110
33200 R 1,646 | - $32,920
201600 . .} s 2880 ] & 71975
601-800 3 8231 8 4L150
| 8011200 $.75. 18238 61725)
1201 and above $ 300 1,234 | ' § 123400
Other (all sizes) 4
Directional $ 100 1,725 1 § 172,500
Nonconforming .
or Grandfathered $ 100 50751 § 507.500
FELTT bras Y70 C"”’Q“Z/i
TOTALS 1L657 | $1,015280 Aot

expected to have an effect on sign companies that are considered
“small busmcsses” under s. 227. 114, Stats.

. Because the Departrent does niot mmgﬂe or maintain records S

B _mﬂactmg the ‘nuimber - of, employees of annual income ‘of ‘sign

COMIpANIes, eswbhshmg less siringent reqmrements for small
businesses, as defined in 5. 227.114{1)(a), Stats., is not feasible.
Chapter Trans 201 does exempt busingsses that erect 2 or fewer

signs from the reguirements of obtaiging a sign company hcanse,_

and this rule making would not alter that law,

' Thts rule. makmg proposes to exempt official, service club,
“refipious sotice signs and signs under § square feet i#f area from an’
annual fee requirement. Apghcants for these types of signs will be’

required to'pay the one-—time $50 sign permz: application fee. The
Department does not anticipate that this one-time fee will adversely
affect smail bzzs;gzsses

Because the rule application process and annual fee billing and
payment processes are relatively straightforward and simple, and
because DOT district sign permit coordinators are available 1o assist
small businesses in compieting permit applications and detenmining
whether a proposed-sign site is acceptable under s. 84.30, Stats,, the
Departrent concluded further sbmplifying the permit process or
creating different deadline dates for smali businesses is
unwarranted.

Preparation and Copies of Proposed Rule

‘Preparation of this proposed rule was done by Attorney John -

Sobotik. Copies of the rule may be obtained upon request, without
cost, by writing to Deborah Brucaya, Departioent of Traasportation,
Bureau of Highway Operations, Room 501, P. O. Box 7986,

Madison, WI 537077986, or by calling (608} 266-3813. Aliernate

formats of the proposed rule will be provided to individuals at their

reguest,
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Date:  August 30, 2001

To: Members of the Wisconsin Senate Committee on Environmental Resources
Senator Baumgart, Chair

From; Ed Lump, President and CEO
Wisconsin Restaurant Association

Re:  WRA opposition to SB 219

The members of the Wisconsin Restaurant Association are very opposed to SB 219. If
enacted, this bill would prevent the erection of new signs and remove existing signs that,
in many cases, provide the very lifeblood to thousands of Wisconsin’s restaurants.
Without the information and directions that outdoor signs provide, many businesses
would suffer, or even fail, for lack of a way to attract the traveling public.

Billboards also provide an element of safety for the traveler that cannot be overlooked.
There are many areas of Wisconsin where Specific Information Signs (SIS) or Tourist-
Oriented Directional Sign (TODS) are not available or allowed. Conventional outdoor
signs provide welcome beacons in the night for many travelers seeking shelter, gas, food
or a specific desting_t_‘_dém.

If the prbﬁfefati on of 'sighs is a concern in an area, local government has the ability to
control signs through zoning and ordinances. This provides enough government control.
SB 219 would not only prohibit the erection of new billboards but it also creates a grant
program to eliminate existing billboards. The grants would be funded by a tax on the

existing outdoor signs. This brings a new meaning to the phrase “taxing an industry
out of existence.”

In conclusion, the Wisconsin Restaurant Association asks you to refrain from passing SB
219.

Thank you for your consideration.

2801 FiSH HATCHERY ROAD, MADISON, Wi 53713-3197 = 608/270-9050 800/589-3211 FAX G0B/270-9940 = www.wiestourant.org
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August 30, 2000

Dear Legisiators:

My family and L own and operate the Pefro Travel Plaza jocated on
Inferstates 90 and 94, Exit 108A. We built Pefro 15 years ago and rely
almost exclusively on bili_b__o_c:rd_-adv'e_’r'{ising".’t_a-mdr_icja’f our travel plaza.
Bilboards are the best method to redch and inform our customers. the
interstate travelers, on the services we can offer them 24 hours o day, 365
days o year.

Bussinesses fike mine piay a very important role not only in the
collection of Sales Tax and Motor Fuel Taxes, but alse in providing public
safety, We offer our 400 parking spaces for tired truck drivers and
traveling motorist who need to park safely while they take @ break from
driving. Without billboard adverfising most fraveling moforists would be
~unaware of where we are located. and therefore could not properly plan

for sofe parking.

In summary, Senate Bil 219 is bad public policy. 1t not only weuld
significantly hurt my pusiness economically, but more importantly could
cause a great harm to public safety.

Thank you for your consideration.

JIGsh

A Franchisee of Ouality Establishurents”
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Comments on Senate Bill 219

Richard Chenoweth
August 30, 2001
10:00 a.m. Room 411 South

Thank you . ...

As a professor at the University of Wisconsin-Madison, I’ve taught a course titled
“Environmental Aesthetics™ for over 20 years and my particular research interest
is in peoples perceptions of the landscape. I'm also a member of Citizens for a
Scenic Wisconsin, I’m here today, however, as a concerned citizen. | believe that

the State of Wisconsin has a campe]lmg interest in protecting it scenery. In that

regard it seems to me that if we don’t already have far too many billboards in
Wisconsin, we certainly have enough.

I have followed the billboard arguments, on both sides, for about a year now.
Some of these arguments have been captured in poetry:

I think that T shall never see

A billboard lovely as a tree

Indeed, unless the billboards fall

"I never see a tree at all
~Ogden Nash

| _Ogden Nash may never: have seen -

A billboard he held dear
But neither did he see
A tree grossing 20 grand a year
-David Flint, Turner Advertising Company

While humorous, neither of these poems capture the public policy issue facing
Wisconsin and this committee today;

o Shall we stick with the current public policy whereby the state has little to
say about billboards; unlimited growth in the number of billboards
statewide is okay and even if local units of government, strapped for
resources, wanted to take down some billboards to improve the
appearance of their locality, for all practical purposes they cannot because
its too expensive.

o OR, is it time for some modest state policy that would put the brakes on
billboards and provide a fiscal mechanism so that it would be possible to
eliminate some billboards if that’s what local units of government want to
do.



» Some might argue that billboards are not a big issue. But | would argue that
billboards are an important element of the Bigger Picture for which our elected
state officials ought to show real bipartisan’ leadershlp The natural beauty of our
state IS A-BIG ISSUE, both from an economic and from a- quality of life
perspective. That Bigger Picture is how we want our state to look inthe future-
whether we will pmactweiy create policies such as SB 219 that help to protect the
beauty of our state, OR whether we will praise the beauty of our state all the while
doing nothing to protect it by our public policies. We can just watch it being
degraded, in this case, one billboard at a time.

»  Governor McCallum, in vetoing the budget item that would have made it easier
for billboard companies to-clear vegetanen along Wlsconsm Hzghways cieaﬂy
reoogmzed the bagger picmm o L

“Its one of_ the steps to make sure that we continue to pmtect ‘the: beauty of
this ‘state”

> As this public policy gets debated, one thing we can count on is that’th’;::re will be
a deluge of allegedly factual material, much of it coming from the outdoor
advertising industry. Indeed, as I’ve looked at the issue over the past year, its
easy to get caught up in claims and counterclaims, so much so that one can lose
sight. of the Bigger Picture, i.e., the state’s compelling interest in protecting the
scenery af Wisconsin.

> Sometimes, when there is a bizzard of caims, a ftle common sense is useful:

o Does anyone reaﬂy believe that a modest proposal to manage billboards in
Wisconsin is going to-be a disaster for our Tourism industry? I don’t.
. Roy Hankamer Jr., Managmg Partner of Southwest Hotel '
Management. and chairman of the International Hotel Association’s
‘Environment Cemmttes had this to say; “Numereus billboards
along the roads leading to-a hotel are a form'of visual pollution.
Not only are they costly, they have been rendered obsolete by new
approaches to marketing.”
= Vermont went much further than the moderate policy contained in
SB 219 by banning billboards altogether. Did the tourism industry
collapse? Carol King, a staffer on Vermont’s sign regulatory
agency said this; “The travel industry needs to be progressive ,
both in marketing, and in protecting what is reafly at the heart of a
state’s or an area’s appeal. We want a billboard-free landscape and
that is what vacationers say they want when they flock here. You
won 't find a travel industry person in the state who doesn’t agree
with them” Christopher Barbieri, President of the Vermont
Chamber of Commerce in 1991 said: “Vermont’s national appeal



has been significantly improved by the absence of billboards . . .
You doni’t need billboards to attract people who are looking for a
scenic alternative to urban America.” Well, can the opinions of
these pe:ople be trusted? Probably Billboard-free Vermont
enjoyed a50% rise in tourism expendltures in the two years after
removing its last bﬁlbeard and a 10 % increase in tourists. In any
event, it'seems to me that if Vermont can ban billboards altogether
in the interest of protecting Vermont’s scenic appeal while at the
same time enhancing its economic viability, surely Wisconsin can
limit its number of billboards to whatever the current figure is, 10-
14'thousand ot ‘so.
o One might ask what IS at the heart of THIS state’s appeal and how do
billboards fit into. that T.think its pretty obvious, but a trip to the
- Wisconsin Depamnent of Tourism might help us to understand this. I
e have five packages of tourist. mfermatmn here, one f(}r each of the districts
.reprcsented by members of this committee. There is lots of advertlsmg in
these packagesa advemsmg that is quite useful for learning about the
‘goods; services and attractions available in these different areas. T .can
chose to peruse’ this advertmmg or not. Looking at the hundreds of
pxctures gives an idea of the image that each area wants to project. Each
area is different as you would expect in a state with a variety of scenic
character. What is common to all of these images is a LACK of billboards
— not one! Anywhere! Not even in the background! I think its clear that
billboards are not part of the image Wisconsin'wants to project and if
that’s true, we should have a pubhc pohcy consistent thh the ﬂnage we
. ..-:D{)mshtapro}ect e o

B In readmg Somi of the literature {)f the Outdoor Advemsmg Industry, you nzught o
think that if the traveling public didn’t ha';e billboards to leok at, they would run
out of gas, have to sleep in their cars along the roadways or starve to death for
lack ‘of ability to find service stations, Testaurants or motels. I'm not dumb
enough to believe that and I’m quite confident that most of the public isn’t that
dunib either. Most folks plan their ‘trips in- advance, tourism promotional
materials available both from the Department of Tourism as well as locally are
effective, smaller directional signs along highways can serve the informational
function well as they do in some other states, and it won’t be too long before
onboard navigational systems with information about nearby goods, services and
attractions will be widespread.

» Finally, claims will be made about the importance of the billboard industry to
Wisconsin’s economy. Again, one can guibble about facts and minutiae to the
point that we lose sight of the real issue; protecting the scenic beauty of our state.
Frankly I don’t know the numbers (but I know they are hard to get). The bottom
line statement of Richard Lamm, former Governor of Colorado, is probably pretty
much on target for Wisconsin. He said: “Billboards contribute a miniscule
amount to our economic well-being, but they impose a high cost. They detract



from Colorado’s attractiveness to tourists and from the pleasant surroundings for
our residents.”

So, T would like to see the legislature creating public policies that actively protect
the scenic beauty of Wisconsin. Although modest in its provisions, SB2191isa
good step - far preferable to the current state policy that allows unlimited
numbers of billboards and provides no fiscally realistic way for local units of
government to-remove billboards that contribute to the visual blight of their piece
of Wisconsin’s landscape - if that’s what they want to do.

A final word as a citizen and taxpayer. All of the economic value of billboards,
the profitability for the owners, stems directly from the public’s investment in
roads. That’s a very good deal for the billboard industry, and a very bad one for
“most of the rest of us. We chose to:look at. most other types of advertising — or
chose not to. We can f;hp the page, turn the channei or just not ple up the
magazme or brochure in the ﬁrst piace

o A maxketmg brochure fmm the: Outdoor Advertlsmg Associationrof
America sums up their case for billboards : A billboard is “right up there.
Day and Night. Lurking. Waiting for another ambush. It simply won’t
go away. It’snever turned off” On this point, I find myself in total
agreement with the billboard industry. I couldn’t have said it better.
William F. Buckley Jr. puts the same idea this way: “Billboards are acts
of aggressmn ‘against which the public is entitled, as a matter of privacy, to
‘e protected.”
..o Bvery time I see a billboard 1 am distracted by that billboard from paymg
Ve ifattentmn to ihe varied. ‘unique and scemc landscapes of Wxscnnsm :
“Afterall, that’s the whole point of the billboard — it wants you to li)f)k at
IT. Not only am I distracted from appreciating Wisconsin's scenery,
some cases | hterally cannot see Wisconsin, because the view is blocked
by bﬁibeards more and more of them });gher and higher up - and
enermous. 2

When the day is done, T:urge you not to lose sight of the Big Picture among a
bewildering array of claims, particularly the self-interested claims by the billboard
industry. SB 219 is a reasonable, modest way to express through public policy
the state’s infention to protect what is arguably Wisconsin’s single greatest asset,
its scenic beauty.



Eskeitz, Anne

From: comels@att.net

Sent: Thursday, August 30, 2001 3:04 AM
To: Sen.Baumgart

Subject: S5B218 for it C Hausler

in 1997, the destruction of Lincoln. County started when
they started building monster billboards
50 to 80 feet high. I could see billboard blight would
destroy the scenic landscape of Lincoln County and the
entire state of Wisconsin. In my county, | ook a phone
poll and 90% wanted billboards down. Iwentona
petition drive, with the help of many people, to stop
billboard bfzght collecting: over 1500 signatures and
300 tourists’ ‘signatures. The tourists from all over the
country and the world were more outraged and did want
the scenic landscape blighted by billboards, In
talking io many. people that want the scenic iandscape
preserved, they would state that we want trees and sky
~not billboards. One: woman was in tears She said they
-trashed my sunset -

S . Due to lack of resources: in our
S :county and t;me they could not stop billboard blight.
* The counties and cities in Wisconsin lack the resources
to fight billboard blight, and it is out of control.
‘Billboard blight could be very harmful to economic
growth and tourism in ' Wisconsin. The people in the towns
across Wisconsin, who take pride in their communities
visual character and-green and open space and want to
protect their communities scenic beauty for future
generations, have banned
billboards *  Whatis wrong

with billboards? They endanger our heaith and welfare.
Billboard overload causes negative mental effects and

.= could lure minors into alcohol and gambling. They.area .
- safety hazard and hamper economic: growth,- iower property

- values and degrade the environment.

The 1996 Scenic America report shows Wisconsin one of
the worst states for billboard blight. In 1896, in
Wisconsin, there were: 14,990 billboards and. by the end

- of 2001 there will be 20,300 stated by the Wisconsin DOT
and that does not count billboards in the cities of
Wisconsin. On.average, the last five years, that's over
1,000 billboards a year, and if that average continues,

o _bsEEboards could double to 40,000 billboards in twenty

years. The fast six years, the Wisconsin taxpayer will
have paid three million dollars to regulate billboards
and ancther million dollars to remove billboards.
People in the state do not realize that when billboards
go up, and when you have road expansion, the Wisconsin
taxpayer has fo pay to remove the billboards. Why do we
subsidize the billboard industry when they reap huge
profits and pay Hitle taxes on the faces and no road
user fees on
billboards.

In the future, from
my studies, we will leave a multi- million dollar tax
bill to the future generations, if billboard blight
continues to spread. Wisconsin has iost hundreds of
thousands of trees to billboard blight. In Wisconsin ,
our state is anti-tree, allowing private land owners to
clear cut frees and the state allowing the billboard
industry to clear cut on the public rtght of way 500
feet for 6 seconds of advertising. On the public right
of way, some of the trees were planted at the Wisconsin



taxpayers expense. Trees are the worlds natural air
conditioner and give us fresh air. Trees enhance the
scenic beauty and the scenic beauty has proven to heal
us faster and reduce stress and stabilize ones
enwvironment. It was a sad day to see twenty, over ohe
hundred year old oak trees, clear cut for a couple of
giant biliboards. Mother Nature threw everything it had
at these beautiful trees, The hottest days over hundred
degrees and the fifty below on the coldest days,
seventy mile an hour winds, storms, floods and drought,
but the old trees could not survive a couple of giant
billboards.

With

20,000 to 50,000 billboards in the state, most are
E:ghted resuttlng in & great waste of energy and
producing more mercury and nuclear waste . Lighted
billboards can kill birds. Lighted structures kill
three fo five million birds a year, Reducing the bird
population could be harmful to Wisconsin 900,000,000
dollar bird business. Reducing the bird poputat;on could
increase mosquitoes and diseases.
in scenic books, the roads in Vermont are called the
glory roads. A weEE respected scenic journalist that
- travels all across Wisconsin and the country, writing on
. the scenic beauty, came to our county. He did not write
on the beauty, but billboard. bhght He called
billboards the * road assassins * and he stated how
great it was to travel those Northeast states where they
have no billboards and those states he said do a bang up
tourism business. The way he summed it up on billboards,
“Study them, note the advertiser, the product | the
advertisers location and hours, then never go
there.”

in our county of Lincoln, a
grocery. store used one of the tall monster btltboards
for over a.year. When they put that billboard up, |
never did go to that store again. The grocery store is
now-ouf.of business. They sold out and tore the store

- down.:in:Lincoln-County - 99% of the billboard.ads have

- niothing to do with the local economy. ‘So many people

" “have told me that when businesses use billboards, they
are not going to go there, because they are destroying

the scenic landscape and this creates a negative effect

on businesses and the businesses lose customers. Some
of-the billboards -show big cars but the company making
the cars will report a billion dollar loss. The

billboards do not seem to be helping their bottom line,

and are more distraction along the highway. The odd

- thing about car companies-is that they will use the

scenic fandscape in their commercials without
billboards, but they are destroying Americas scenic
landscape by using billboards. If you are looking ata
car billboards, there is a good chance you could be in
an accident. But those fortunate enough to survive such
an accident are of course pofential customers for the
nearest car dealer..

Bilthoards are a safely hazard. Even the Quidoor
Advertising Association of America boasts "You can’t zap
it. You can ighore it." Billboards are desighed to

distract motorist attention from the road. lis no

surprise that in 1880 the Federal Highway Administration
study found a positive correlation between billboards
and accident rates. Moreover, federal and state courts
have cited traffic safety as a legitimate basis for
billboard regulations. In one large city, they had
hundreds of accidents due to a billboard of a pro
basketball player, and had to remove the billboard The
states that have no billboards have only double digit
death rates due to auto accidents, Alaska (78), Hawali
(98), Maine {181), Vermont (90). Compare that with



" Superior.

Wisconsin, that has billboards, has 745 deaths due to
auto accidents. Even in our county, a billboard states, ”
QOPPS | You just became an outdoor advertising viewer.”
The billboard took my eyes off the highway and | could
have killed someone while looking at the billboard. In a
case in Texas, a 60 foot high sign caused an accident
resulting in a 17 million doliar judgment. The driver
stated he had been distracted by the 60 foot high
information sign and it caused the accident that
resulted in his in;uries‘ Who is responsible if 1 get
into an accident? The landowner that rents the land,

- the billboard company, the advertiser, the state that
allows it, or all of the
above?

. Billboards
really create an unsafe environment that should be
-stopped. In our county of Lincoln, we have had twelve
people killed in the last couple of years in billboard
- . areas. Even.the U.8 Supreme Court has stated, *They are
not oral speech but a form of expression and are subject
_to regulatory powers because signs take up space and
- obstruct views, distract motorists, displace alternative
-.-uses of land and pose other problems that legitimately
- :call-for regulations.” The Wisconsin Council on Highway
~-Safety should study these billboard areas as stated in
- Wisconsin Statute section 85.07 Highway Safety
- Coordination.. Itis'well documented that billboards -
~create unsafe conditions; - an excellent reason for
I'e%isla_tors tostop billboard ‘construction. '
Billboards that cover public domain like takes, rivers,
streams and parks , are in violation of Wisconsin
Statute Conservation section 23.095 Protection of
Natural Resources (1g) General Prohibition. {No person
may damage or attempt to damage any natural resource in
the state of Wisconsin” This act is'the tool for
'ﬁiﬁne_s.ota to remove billboards along their 1akes, like
ake

1963, Senator Gaylord Nelson stated, “The scenic™
“landscape, as anatural resource, should be protected.

.- He stated, “We cannot be blind, Qur water and our air

are becoming more polluted every day. Our most priceless

“natural resources trees, lakes, rivers, wildlife

.. habitats and, SCENIC LANDSCAPE are being

- destroyed.”

People are

S quite concerned what messages we are putting out to

~ children in the adult word of alcohol , gambling and

smoking

The biliboard industry does not care about the
environment and does not care about the heaith and
welfare of children. In Lincoln County, for about 3
years, the billboard company circled the schools with
fobacco adds with smoking cartoons. They didn’t care
that record numbers of children were getting hooked on
cigarettes, at three thousand kids a day but continued
with the smoking cartoons. The highest percentage of
smokers today are 18 o 24 years old.

Every year 1million young people are hooked on
cigarettes and 300,000 will die before life expectancy.
Even in 2001, the billboard company has started
covering Lincoin county with alcohol billboards that
could lure children into this adult vices. We are
losing so many people to drunk drivers. Every 77 minutes
in the state of Wisconsin someone will be injured or
killed by a drunk driver. Mothers Against Drunk Driving
( MADD) is totally against this type of billboard



advertizing fo minors. The number one drug problem
among youth foday is alcohol. An alcoholic counselor
said, after a drunk driving teen killed two other teens
“when you advertise having fun with aicohol it couid
bea deadly combination.”
In one story, Rev. Pfleger fought hard to keep alcohol
and cigarette billboards out-of his community and stated
“The billboard messages, intentionally or not, entice
young people to experiment with alcohol and cigarettes.”
He said it is a gateway to illicit drugs. You can tum
off the radio or TV, but billboards are in your face
twenty four hours a day every day.” Rev Pfleger knows
the problems and can see the effects of the c:garette
and alcohol billboards on kids. A school principal
states, “ The billboards lure children into the world of
adult vices long before they are ready {o make
responsible decisions on their own.” Casino billboards
could be furing children into the adult vice of

gambling.
Atthe

Federal Trade Commission of Consumer Protection, Jodie
Bernstein stated, “Yet, the cartoon campaign: promoted
tobacco that causes serious injury, addiction and death

- It-appeals to our young people. 1t is llegaland

s :_ . should be stopped.” At the time of this article .
- billboard companies will continue to use the smoklng
~-cartoons around our schools for another year until the

- US Congress ordered them down. | feel when:you'invite
" people to ride our highways, it should be a.scenic ride.
For people that are recovering alcoholics and: people
with gambling addiction, to me, the alcohol and gambling
bililboards would be very stressing for them, when they
see them for miles and miles. There is about three
hundred people a month calling for help with gambling
problems in the state of Wisconsin, On a TV report,

" Jocal school had trouble with siriptease billboard. The

- principal-would not let the children out onto-the nature
trail due' to the strip tease billboard. The teachers and
parents:were upset because; the billboard company would

- enot take it down. You can see the billboard: campany did.
© 7 not care about what the children could see.
" ‘The billboard industry excepted the PETA b:llbc:ard "Got

Milk Got Cancer Mayor Giuliani.” This was a insult toa
Mayors Hiness and the dairy business. This really
shows the insensitivity towards peoples health-and
- ‘business. They would not take it down but was-ordered by

‘Governor Thompson to remove it. Every year hundreds of
communities that care about preserving the visual
* quality and character, and health and welfare of their
communities, enact tough billboard controls .
Communities can thrive without billboards. Most
billboards have no connection fo the local economy. A
five year study by the Mississippi Research and
Development Center.concluded “The way a community looks
affects how both residents and visitors feel about the
community. An attractive community has a better chance
at industry and tourism.
in Williamsburg, Va.., sales for eating and drinking
establishments grew from 47,877,000 in 1888 to
80,595,000 in 1992 three years after billboard controls
z;f;e toughened. In 1991 alone total retail rose about

(N

In Raleigh, N.C. sales for eating and drinking
establishments rose from 243,000,000 in 1989 before
billboard control to 306,806,000 in 1892, after
controls were infroduced which is a rise of 20%. )
The total retail sales in Houston grew 100% from about
9,000,000,000 in 1981, the year after a ban on new
biltboard construction was passed, to about
19,000,0060,000 by 1892. For eating and drsnkmg
establishments alone, the total rose from 908,016,000



in 1981 to 2,009,184,000 in 1992. That year, in

Houston, the city council passed by a 12-3 vote of a

new ordinance with amortization provisions which will
further reduce the number of billboards. Billhoards

lower property values. A study done in Pittsburgh, PA
found that property values rose as much as 255% after
the removal of billboards,

When Vermont put a ban on billboards the}; enjoyed a 50%
rise in tourism expenditures in two years after removing

its last billboard. *

The longest serving Governor of Colorado, Richard Lamm
states, 7 Billboards contribute a minuscule amount {o

our economic well-being, They detract from Colorado’s
altractiveness to tourists and from the pleasant
surroundings for our residents.” A former California
Governor stated, "When a man throws out a piece of paper
from his car he pays a heavy fine.” (in Wisconsin it is

a 500.00 fine.) When a man throws up a billboard across
a view he is rewarded. | see little difference between

the damage done by these two litterbugs.”

Billboards are not essential because othet information
alternatives exist. You have the Blue logo signs,
newspapers, tourist guides, Chambers, the internet |

- TV, radio. Also advertisers can sponsor many events

through the year. Hats, caps, shirts, signs.on

- vehicles. 1would like to appeal to advertisers to

- protect and preserve the scenic landscape along the
“highways by not using billboards for their advertising
and to use these other means,
Part of the summary of the 1891 Maine Traveler
Information Services Act stated, “The scenic resources
are of great value, are distributed throughout the state
and have coniributed greatly to its economic development
by attracting tourists, permanent and part-time
residents, and new industries and cuitural facilities.
The scattering of ouldoor advertising throughout the
State of Maine is detrimental to the preservation of
those scenic resources and so to the economic base of
the state of Maine, and is not an effective method of

- providing: mformatson 1o tourists - about available .-

0 facifities] The: proliferation in number, size and manner _

‘of outdoor advertising is hazardous ) highway users.
The policy in the state of Maine is to promote the

nublic health, safety, economic development-and other
aspects of general welfare. Itis in the public interest

to provide fourists and travelers with information and
guidance concerning public accommodations, facilities,
comimercial services and other businesses and points of
scenic, cultural, historic, educational recreational and
religious interest. To provide this information and
guidance, it is the state of Maines policy to

1) Establish and maintain official information centers
and a system of official business directional signs

2) Provide official directories, guidebooks, maps and
other tourist and traveler information publications

3) Prohibit and control the indiscriminate use of

outdoor advertising

4) Enhance and protect the natural scenic beauty of the
state of Maine.”

The billboard spokesperson has called us these tree
huggers. Yes, we are tree huggers. We love trees, Great
men and women were tree huggers like George Washington,
who took great care in planting trees and which are

still growing today at Mount

Vernon.

Thomas Jefferson, who would enjoy the
acres of woodland gardens. The father of forestry, he
would no doubt be an environmental activist today, the
sort of person denounced by someone as a "free-hugger.”
During his presidency he stated, " | wish | was a ruler,
that 1 might save the noble beautiful trees that are



daily fafling sacrifice to the greed of their owners.
The unnecessary falling of a tree, perhaps the growth of
centuries, to me is a crime little short of murder.
Communities shouild be planned with an eye 1o the effect
on the human spirit of being continually surrounded by
the maximum of beauty.” * And other tree
huggers,

Theodore Roosevelt,
who saved millions of trees in National

parks.

Lady Bird Johnson, who fought hard for the 1965
Beautification Act in the 80s, so billboards could come
down to preserve the trees and natural beauty of
Americas highways for Americas heritage and for future
generations.

John Muir, who was raised in Wisconsin
gnd \ﬁtr;ant out and told people we should preserve Americas
eauty.

Nature inspired
Frank Lioyd Wrights architecture. These were the days
when Wisconsin was not blighted by :
billboards. o

' . These are great men and a woman
that believed in preserving Wisconsins beauty, which is
Wisconsins heritage, and part of America the
Beautiful. R R _

In this great capitol

building we have great men and women. | hope they will
preserve and protect the scenic landscape along our
highways. We have been blessed to have such a beautiful
state and country and there is no room 1o scar the

scenic landscape with billboard blight along our

h-i%hways. I hope and pray that this bill to stop

billboards (3B 219) will go forward fo preserve and

protect the heaith and welfare of the people of

Wisconsin and the scenic landscape along the highways of
1his great state of

L Wiseonsin.

Comnel P
Hausler Merrill Wi 54452 PH 715-536-3923



Henderson, Patrick

From: DRosenw941@aol.com

Sent: Tuesday, Seplember 04, 2001 $:08 AM

To: Sen.Baumgart; Sen.Hansen; SenCowles @ legis.state.wi.us
Ce: david.rosenwasser@pmiwi.com

Subject: {no subject)

Dear Senator Baumgart:

With all respect infended, | was disappointed in the manner in which the
committee hearing was held to hear testimony from citizens regarding your
bill on billboard advertising.

| view you as a well intended and intelligent elected official. Your

position on billboards does not happen to reflect my own position on that
topic, but | respect what you are trying to do and why you feel it is so
:mpertant i apprecnaie your enthus asm anci commi iment o your possiton

i drove two and a haif hours own from the Green Bay in erder to: make s50mMe
factual information heard by you'and your committee members. | waited over
 three hours and had to leave for other commitments | could not change, so
although I'was the seventh’ person to enter the hearing room andfillout a
slip to speak, | was not called in the first three hours of the hearing. You
mentioned fairness is in the sye of the beholder, | disagree. Thereisa
Eega! precedent to determine fairness, they are courts of equity, thus it is
not in the eye of the beholder, there are standards to use as measuring
tools. Fairness is the balanced approach you suggested, but why would one
who arrived well in advance of the majority of the attendees be so far back
in the order to be called it makes the process suspect at best.

Well, beyond my disappomtment with spending almost five hours of driving
time not to be able to share with your committee some factual mformaiton

.2 was the leastiof. my concerns. “After having heard three hours of babble, 1
- was! dumb founded to understand why people’ who made declarative statements

that wers filled with unsuppoﬂe& ‘statistical data were not challenged., One
gentlernan spoke of his trip to Florida and how Florida was a Mecca for those
who love the open vistas free of advertising. No challenge was even
intimated.- | lived in Florida for six.years and | defy ‘you to drive down
interstates 95, 75, US 41 or other major highways in Florida and not see a
much higher concentration of billboards. Have you ever been to Orlando, was
it something | missed that this person failed to mention that billboard

haven? [find it disturbing that he presented statement as if they were

factual materials and were supportable, when instead they are not. That |
think is the responsibility of the committee and #ts chair to question.

Next, | noted that a professor from Madison was given almost sixteen minutes
fo ramble on about his work and again he only supported his statements with
personal opinions, not data of indisputable merit. How could an academic be
so shy on real data? He spoke almost two and a half hours into the hearing
and yet he was not cut off to meet the five minute suggested time line as you
outlined in the beginning. He spoke longer than you, the author of the bill.

f arn a proponent of the use of the free market, not anything more. 1f
billboards were as harmful as some think, the advertisers who use them would
see negative ramifications to their business and cease their use. Nobody
spends money on ineffective advertising. If it was not good for their
businesses, they would make the change to another form of media. | have no
reason to belisve that government need add more regulation to the free
market. Both local and federal government have taken the lead in this area

1



and that is sufficient. | appreciate your concern for the environment, the
beautiful vistas and beyond. | salute your efforts, but those who oppose

such free market decision making only add to the burden of who should be the
arbiter of faste, My wife sometimes questions my selection of wardrobe,
should she decide what others view, what credential might she, you or others
have to make such decisions as to whether billbcards are not appropriate.
None, that | know of.

On the ride home from Madison | noted along highway 151 endless homes with
rusted farm equipment, old broken down automobiles, falling down barns with
no paint and other less attractive items to be viewed by any passing

motorist. Is it my job or yours to enforce some type of taste code on these
private citizens because their property is not up to standards | feel are
important? [ think not. '

This is not the role of government. | have never seen a billboard that

caused any harm to either hurnan, animal or vegetable. | live by a river, the
Fox, that has contamination beyond belief from years of poliution our
government has condoned. Please address that harmfu! situation first. Leave
the free market to its own dynamics, please. The river, as an examplg, is a
public asset that failed to be protected, the harm-done has enormous -
measurable value, why not concentrate in similar areas with your efforts.

| thank you for your effort;s,.'i am truly sorry they are miépiaced in rﬁy
opinion. o : oo :

David Rosenwasser

President

Green Bay Area Visitor and Convention Bureau
Green Bay, Wi 54304

800 236 3976



SEP 11 2001 EUGENE BASS
301 W. Indian Creek Ct.
Milwaukee, WI 53217

September 10, 2001

Members of the Senate Committee
on Environmental Resources

c/o The Honorable James Baumgart

State Capitol

P.0. Box 7882

Madison, Wl 53707 -

Dear Committee Members ' _ | D

August 30th,
oposed legisiation.

Unfortunately, | was not abie to attand the hean 'g on Senate B[H 219
but | wanted to write to you to share my concerns

Professionally, i own and manage about 25 apartment and commercial buildings in
Milwaukee, Winnebago and Sheboygan Counties. 1 have outdoor advertising on only
one property in Milwaukee.

Personally, | travel extensively around the midwest as well to the east coast and Florida.
‘I 'find that good’ quality roadside signs are a ‘welcome source of information as towhat

‘businesses and services are offered in a particular community.. While traveling, 1stop o

every couple of hours at "local service facilities” as opposed to the national cham
operations. Even if they are a short distance off the road, | prefer such a stop so | can
geta. sense of the commun;ty I'm ws;tmg :

As an exampie our fzrst wsd to Burstadt‘s in Tomah Wisconsin, came from seeing a
highway sign. Now, this "restaurant and retail market place" is a regular stop each time
we travel on Interstate 94-90 or State Highways 21 and 23 going west or east as the
case may be.

Although | understand the good intentions of SB219, | feel that passage will take away a
wonderful communication opportunity that local retailers and service providers have to
"visually talk" with travelers and invite them to visit their establishments.

Accordingly, | respectiully request your voting against SB219.

Sincerely,

Fugene Bass
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August 31, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, WI .

Dear Committee Members:
This letter is to voice my opposition to Senate Bill 219 and 1o ask you to vote against it.

In a state like Wisconsin, known as a place where there are “different” things to do, the
systematic de-construction of the billboard industry would greatly change the face of our -
state. With tourism being so important to our state’s economy, I cannot imagine how
tearing down billboards could possibly help one of our most important sources of
revenue. The advertising dollars that are currently spent in the state on cutdoor
advertising would then be spent in cities such as Chicago and Minneapolis, further

- hurting local economies. Can you imagine Wisconsin Dells being the huge success (and
“tax source) that it is without billboards (beginning at state borders) telling thousands of -
consumers what to expect and where to find it?

Outdoor advertising serves a vital need in our communities, serves the public interest
(seen any of the stop smoking billboards?) and helps the state economy. Thank vou in
advance for voting against Senate Bill 219,

Sincerel

Ben Armitage
Concerned Citizen



Clear

Channel
Communications
Incorporated

- 2651 South

.-:_.._"%“:sh Hatchery Road

. Wadison W 53711

- POBox 99 -
Madison Wi 53701

PH  603.274.5450
FX 6082745521

CWMAD 921 FM

o WwLL %63 Fu
CUUWIBAL IOLS RML
WZEE 1041 FM

WIBA 1310 AM
WTSO0 1070 AM

cwmad.com

star363.com
wibafm.com
z104fm.com
wiba.com

espnifB/0.com

August 31, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madtson, WI

- Re Senate Bzil 219 : :

| Dear_Ccmmzttee Membefsﬁ

As both a business leader and a citizen of the great state of Wisconsin, I urge you to
voie against Senate Bill 219,

I am a General Manager of six Madison radio stations. We serve the community as a
source of entertainment and information. Our stations are also an advertising resource
to businesses and the organizations, as is the outdoor advertising industry. Many types
of businesses and products have deemed outdoor advertising to be a beneficial and

~essential part of the their advertising mix. Much of this advertisi ing serves to seil the
e baneﬁts ef" our sta’re i:o wsstors who travet frem cutsade Wuscensm ] bcrders S

I rtde motorcycies and we as a group of nders travei thmugh new posnts Gf the state
each year, The billboards and outdoor messaging is very helpful in determining where
we stop off for food, lodging, gasoline, entertainment and recreation,

The Qutdoor Advertising indus_try'émpioyees many of citiz'ens and plays a vital role in
State's business economy. Bill 219 is not and never has been necessary.

Please véte against Bill 219

Sincere

yler
General Manager
Clear Channel Radio-Madison



August 29, 2001

Senate Committee on Enviromental Resources
State Capitol
Madison, WI 53702

Subject: Senate Bill #219

Members of the Committee:

My name is Daniel Kruepke and I wish tc go on record in
opposition to SB#219,

I manage my parents' ‘land rentals and presentiy have: billboards.
on’the land. These billboards do provide income for my parents
in their retirement portfolio and would require their financial
planning to be restructured.

As manager for this land, do the property owners not have rights
as to what goes on their property? We do require these billboards
to be maintained and they are landscaped so they do not provide
any eyesore to the countryside.

I hope you will comsider this and vote against this bill.

Thank you.

L,

Daniel Kruepke
5405 Woodstone 've
Slinger, WI 53086




September 4, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, W1

RE: Senate Bill 219
Dear Committee Mémbers:

As an avid hunte.r, I'travel throughout the state. I rely on billboards to direct me to a hot
meal after a cold day in the slough. Billboards get me to the next gas and coffee break.

Even more specifically, billboard advertisements have prompted me to donate to further
wetland preservation throughout the state with Ducks Unlimited. Billboards advertise a
personalized license plate program with a portion of the plate fees donated to the Ducks
Unlimited. This was the first and only place | was made aware of the opportunity to
further help the cause!

Ido nét Seé'B:ii'E"ZIQ: as 2 ﬂ'et:és's'a.r}.f'Bi'I'l: . Please vote against Bill 219,

Regards,

Rich Nowzak

Concerned Citizen



September 3, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, Wi

Re: Senate Bill 219
Dear Commzttee Members

I understand that you have before you and mll be considering, Senate Bill 219. T would
respectzveiy ask that you vote agamst this bzil

Thzs legasia‘ﬁen Wi}.l have a chﬂhnﬂ effect on the advertising commumiy and business
people throughout Wisconsin.

In a time when the business climate is softer than at anytime over the past half decade,
Senate Bill 219 would negatively impact both the outdoor advertising industry (jobs), as
well as the businesses that use outdoor advertising as part of their marketing campaign.

Wisconsin has worked extremely hard at creating a vibrant tourist based economy. It has
- ‘been successful.: With:a stroke of the pen Senate B;il 219 weuld undo those years, oi" ha:fd
“work and measurable progress. - : . . S

Please spend your precious time considering meaningful legislation for our state, not ili-
conceived attacks on a legitimate industry which employs hundreds of people and
generates revenue for countless businesses in Wisconsin.

Respeetfully yours,

e

g%ﬁd strong
AT oncerned Citizen



;7 ,."CD./ ;»L,,,:IE /ég in "/de,a#/d’“é

<~—-:/ 2 Cﬁ*ﬁ‘-"f&/j ™ ;///Lﬂf* ‘\37)’64/7[ /70
-




@7,@ 39, 2z ool

W (W a%mjm C%zr‘u‘f—wm ﬁd&m%

%wa M ?éﬁbéé‘j’/f
/ﬁ@ P i g siedl A

-\_,_M,./t_?\‘:;; /}AA _.: - - R ; :_
/7»—':5‘“@42/2{{_&«?@":@ =5 [’ e > ?

“‘::)*/; d R R [ J&mﬁyﬁé‘/ﬂ WWM L < 4,,_{/'&/

Mw s x@«,@ &_&7 GJC/%EL&}N

e

erf""

= A /Q 'Je‘?"?"\_) T e SN AW—WL/ t‘“&}?{%aj -, IS
N
R N /’/M D S e Lo Lo ok / vf:’, “’1{/ .

*’)A—M_wf*}wf “ M—W c‘*’%__}a,,,7mﬂ7
e
%;M\—j_;

7@% RTA o A ) L //;/vw P N
w’i g ég ; N*"Z"(/M /{”_, y .__,.,{_,.-—-’,A._, j M/s»*?—twﬂw&/aw ‘W;/%é{

MW‘M
J



August 29, 2001

Dear Senator Baumgart,

It was with shock and dismay that I learned of your proposed measure to remove
all billboards in the State of Wisconsin (SB#219). As a public school teacher 1 served my
community, always with the belief that our ¢lected officials respected the needs and the
rights of the citizens of our state. At retirement I found my fixed income did not provide
sufficient funds to pay for our needed health insurance for my wife and myself. With that
in mind, my wife and T, along with our adult daughter constructed a billboard with the
hope that its small income would pay our health insurance premiums. Fortunately we
were able to lease our bz!iboard to alarger outdoor advertising company. That association
has been a blessing to our fanuiy, as it has helped a great deal in coping with the ever-
increasing health insurance costs. The company we Jease our billboard to has been a most
decent, friendly and cooperative partner.

- Now the bill you are proposing will shatter all of that. What possﬂ)ie good can

_ ccme from removingall of the billboards in the state? 1 am sure ‘you must recognize that
quitea large portion of Wisconsin’s income and subsequent tax revenue acerues from the

‘tourist industry. Bﬁiboards perform a marveicus function of pmmotmg the tourist .

) industry, with no expense to the Wisconsin: taxpayer In additmn, billboards are
entertaining, mfarmatwe and useful to the motorist in many ways. We have had
numerous compliments as to the attractiveness of our billboard.

In the event your bill becomes law, are you prepared to compensate me not only

for the present value of the sign structure, but also for the future income it would have
produced, for surely that is a considerable part of the evaluation of the sign?
Furthermore, it seems to me there is a serious question concerning the constitutionality of
what you propose. I refer specifically to the first amendment of the Bill of Rights of the
U S consntutmn the right to freedom-of speech.

 Please consider carefully the: long-term consequences of such as iaw

i _-Unf{)rtunateiy Wisconsin already has a reputation as a "‘I‘ngii tax” state. Do’ you rééiiy

believe stripping Wisconsin of billboards will promote a friendlier atmesphere to attract
business that might be considering Wisconsin as their future home? The fewer
businesses we have the more the tax burden rests upon the backs of the individual
taxpayer, and to be blunt, the Wisconsin voter, Perhaps you are being. influenced by the
newspaper and radio-TV industry, as billboard advemsmg isa compemor with other
forms of advertising. ‘However, the function and responsibility of our fawmakers is to
represent fairly and equally the interests of all our citizens. In light of the current
economic situation, trying to fix something that isn’t broken may prove to be both an
economic and political disaster.

It seems to me that there are far more pressing issues that should demand the
attention of the legislature. If your purpose is to help the average citizen against “Big
Business,” you may not be aware that there are many individuals who own just one
billboard and lease it to a larger company.

1 urge you to vote against SB#219.

Th% you,

Richard Mahoney
18805 ~ 75 St.
Bristol, WI 53104

s )?74@7

Cc: Rep. Jim Kreuser, et el
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August 30, 2001

Senate Commitiee on Environmental Resources
State Capitol
Madison, Wi 53702

 Subject: -Senate Bill #219

Members of thé Commities;

My name is 0 L»:D\w*@ and I wish to go on record in opposition to SB#219.

 am a property owner with a billboard on my property. This billbcard generates a steady

income to me, which is important to me and my family to help pay bills. If this bill

_passes, and the sign must come down, how are you going to make up the i income that i
._jhave any nghts as 10 what goes on my pmperty’? : s

'Over the tsme that i ve had the s:gn on my property, no one has ever mentaened that the
sign is an eyesore or anything else of that nature Most peopie think the signs are
he!pfui mfonnaiwe and mterestmg _

| hope you wzil cons;dar my apmsons and i urge you to vote agalnsi thss bill.

Thank you.,

Qutlr D Buggrr

Artharr - W}VJ m
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August 30, 2001

Senate Committee on Environmental Resources
State Capitol
Madison, W1 53702

Subject: Senate Bill #219

Members of the Committee

My name is Mohammad Y. Motlani and I wish te go on record in opposite to SB#219,

1 am the property owner with a billboard on my property. This billboard generates a steads
me, which is important to me and my family to help pay bills. Ifthis bill passes, and the sig
down, how are u going to make the income that T will be losing? Don't I have any right as
on my property?

Over the time that I've had the sign on my property, no one has ever mentioned that the sig

or anythmg else of that natme Mest peeple thmk the szgns are heipﬁxl mformatwe and mt o

1 hope y@u wﬂl ccnszder my epxmens aﬁd 1 urge yeu to vote agamst thxs bﬂl

Thank you.

z\;\g;@wmj ¥ el

Mailing Address:
Mohammad Y. Motlani 9122 Lincoln Dr. Apt !
7650 W. Appleton Ave Des Plaines, IL 60016

Milwaukee, WI 53222



September 4, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, W1

RE: Senate Bill 219
Dear Committee Members:

As an avid hunter, | travel throughout the state. | rely on billboards to direct me to a hot
- meal after a cold day in the slough. Billboards get me to the next gas and coffee break.

Even more specifically, billboard advertisements have prompted me to donate to further
wetland preservation throughout the state with Ducks Unlimited. Billboards advertise 4
personalized license plate program with a portion of the plate fees donated to the Ducks
Unlimited. This was the first and only place I was made aware of the opportunity to
further help the cause! .

case vote against Bill 219.

o IdonoisgeBﬁE 219 asa :ne.r.':é'ssziﬁ‘?BH‘i Pl

Regards,

Concerned Citizen



September 3, 2001

Senate Committee on Environmental Resources
Room 411 South

State Capitol

Madison, 'WI

Re: Senate Bill 219

_ Dear Cemmﬁﬁe& Mcmbers

1 understand that you ha&e before you and wall be conSIdermg, Senate Bill 219. Iwould

respestwely ask that yeu vetc 3gamst this bli%

Thzs iegasiation wzii have a chﬁhno effect on the advertising community and business
people throughout Wisconsin.

In a time when the business climate is softer than at anytime over the past half decade,
Senate Bill 219 would negatively impact both the outdoor advertising industry (jobs), as
well as the busmesses thai use outdoor advertising as part of their marketing campaign.

Wisconsin has worked exn'emely hard at creating a vibrant tourist based economy. It has

... ‘beensuccessful. Witha stroke of the pen Senaie Bﬂi 219 would undo those years of ha?d_'- e
" work and measurable progress. - : S - ERE R

Please spend vour precious time considering meaningful legislation for our state, not ill-
conceived attacks on a legitimate industry which employs hundreds of people and '
oenerates Tevenue f(}r countless businesses in Wisconsin. '

Res iy yo_urs,

Ry

¥ strong
AConcerned Citizen
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The Role of Billboards in the U.S. Ecoﬁomy

Charles R. Taylor, Ph.D.

September 2000



EXECUTIVE SUMMARY

This report presents the findings of a national survey of billboard users. The study was

scientifically designed so that the sample woulci be representative of the nation’s billboard users.
A mix of a wide range of types of businesses was present in the sample. Statistical analysis was
applied in order to draw conclusions.

The study is designed to give insight on several issues pertaining to billboard advertising.

These issues are: 1) whether businesses who use billboards would lose sales if billboards were
banned; 2) whether billboards provide value to consumers and businesses; and 3) whether
viable and cost-effective alternatives to billboards exist.

On the issue of lost sales, a substantial majority of the respondents reported that they wﬂ?
lose sales if they do not have access to billboards. More than three quarters of the businesses
surveyed indicated that they would lose sales if billboards are banned. The average estimate of
165t s.al_és..afr'ioﬂg 'Ethééé I:Jliisiﬁ_f::'sses wassmkmgly hlgh at over 18%. .’I‘}ﬁsnlzc.evél of sales loss
simply cannot be sustained by most businesses and it would be particularly devastating to many
small businesses.

On the second issue, the results of this study clearly demonstrate that billboards provide
value to both consumers and businesses who use billboards. Billboards include a wide variety of
information that is helpful to consumers who reside in an area as well as to those visiting and
passing through. Information on the location of the business, the products and/or services
offered, prices, quality and convenience of offerings are commonly communicated on billboards.

This finding 1s consistent with prior content analysis research that has found that billboards are
an information rich medium and with surveys that indicate that motorists view billboards as a

1



valuable source of information (Taylor 1997; U.S. Travel Data Center 1991).

The information provision function of billboards is also very important to businesses.
The respondents clearly indicate that the mediilm has unique and important benefits that help
their business. When asked about various media’s ability to communicate information to
consumers at an affordable price, the companies rated billboards considerably highe_r than any
other medium. Additionally, respondents cited the ability to reach a local trade area as a major
advantage of billboards. These perceptions are consistent with academic discussions of
advertising which state that key advantages of billboards include their low cost and their ability
to reach a geographically targeted audience (Arens 1999). Such advantages are often critical to
both retail businesses that serve a local market (e.g., restaurants, retail stores, banks, hospitalsj h
and travel related businesses (gas stations, tourist attractions, hotels).

The findings on the third issue, the availability of alternatives to billboards for businesses
who use thé mgdiz}m, I:Saint zi_ _St_ar_k_ p__icfur.é’,' The :r;:spbn(iénts to the Survéy resoundingly indicate
that on-premise signs do not serve the same function as their billboards. Additionally the
respondents make it clear that other media, including television, radio, newspaper, magazines,
flyers, and the internet are not substitutes for their billboards. This. finding was espécialiy
pronounced among small businesses. When asked to rate various media in terms of its ability to

bring in new customers, the billboard users surveyed rated billboards considerably higher than

any alternative. Similarly, biliboards were rated highest in terms of their ability to increase sales.



Summary of Key Findings

- More than three quarters (76.9%) of the businesses sampled report that they would lose
sales if they did not have access to billboards.

- Of those businesses reporting that sales would decrease, the average estimated decrease in
sales is 18%. For all businesses included in the study, the average estimated sales decrease
is 14.5%.

- As an advertising medium, the businesses surveyed report that billboards have unique
advantages that cannot be duplicated by other media alternatives. Additionally, no other
medium was found to be a close substitute for biliboards.

- Respondents rated billboards substantially higher than any other advertising medium in
terms of its “ability to communicate information at a price you can afford.”

- Respondents overwhelmingly indicated that billboards serve a different function that
their on-premise sign. Ty

- Billboard users use the medium to provide a variety of types of information to consumers.
- Both large and small businesses who use billboards report that restrictive regulations

would be damaging to their business. However, the impact of restrictive regulations would
have an even more adverse effect on small businesses than on large businesses.



